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What is  

    Economic Development ? 

“No single definition incorporates all of the 

different strands of economic development. 

Typically economic development can be 

described in terms of objectives. These are most 

commonly described as the creation of jobs and 

wealth, and the improvement of quality of life.” 

 

Source: International Economic Development Council  
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Traditional  vs. Non-Traditional 

• Traditional 

• Manufacturing / industrial parks 

• Site selection consultants 

• Leads generally driven from top down 

• Attract & retain with monetary incentives 

• Economic Developers “create jobs” 

• Mainly Reactionary Approach 

• High cost per job 

 

“Are States Giving 

Away the Store? 

Attracting Jobs Can Be 

A Costly Adventure”  

 

St. Louis Fed 
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Costs of Recruiting  

Manufacturing Industry Jobs  

Company City Year Cost Jobs  Per Job 

BMW  Greenville, SC  1992 $155 M 1,900 $81,000 

Mercedes Tuscaloosa, AL  1994 $300 M 1,900 $193,000 

Fed Ex  Greensboro, NC  1999 $273 M 1,500 $182,000 

Nucor Steel  Hertford, NC  2000 $155 M 300 $500,000 

Hyundai Montgomery, AL 2005 $253 M 2,000 $126,500 

Sources: USC, Moore School of Business, SC Dept. of Commerce, Alabama Dept. of Commerce 
and NC Dept. of Commerce 
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Traditional  vs. Non-Traditional 

• Non-Traditional 

• Livability / Sustainability / Quality of Life 

• Education/workforce development 

• Small business, entrepreneurship, incubators 

• Tourism 

• Retail  

• Franchised developments 

• Main Street / Downtown program 

• “Buy Local” programs 

• Talent (All Ages) 

• Young professionals (Telecommute? Technology?) 

• Retirees (transfer of wealth and talent) 

• Proactive approach / Low cost per job 

• Economic “Gardening” – cultivate the local economy 
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Economic Development Summarized 

Produce something to sell 

 Manufacturing 

 Service 

Attract people to spend  

  Tourism 

 Retail 

 Talent (of all ages) 

Grow from within 

 Education/workforce development 

 Incubators 

 

“…the money that people 

actually pull out of their 

paychecks and bank 

accounts to pay for 

domestically-produced 

goods and services drives 

about 40% of economic 

activity…”   

 

Source: Dr. Michael Mandel, 

Harvard Graduate, 

 Bloomberg BusinessWeek 
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Non-traditional economic 

development strategy: 

 

Recruiting talented people 

(of all ages) 

“When talented people 

choose Chattanooga, 

we all win”   

 

Mission Statement of 

Choose Chattanooga 7 



Tough questions for non-traditional 

economic development 

Is your community a place that talented people (of all 

ages) want to live? 

 

If not, what can you do to change that? 

 

How can you highlight your strengths? 

 

How can you mitigate your weaknesses? 
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Bottom 5: 
• California 
• Illinois 
• New Jersey 
• Mississippi 
• Utah 

Tennessee has a 
positive reputation 
nationally…use it to 
your advantage! 
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Desired amenities on the increase by rank order: 

 Walking (83%) 

 Beach (62%) 

 Swimming (60%) 

 Bicycling (51%) 

 Waterfront (46%) 

 New custom home (46%) 

 Gardening (44%) 

 

 

Assess your community 

If you think 

walking trails 

and bicycling 

are “fluff”, 

think again!  
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Desired amenities on the decline by rank order: 

 Gated community (35%) 

 Home site/lot (29%) 

 Private golf club (11%) 

 

 

Assess your community 
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Remainder of desired amenities by rank order: 

 Shopping close by (67%) 

 Golf (42%) 

 Boating (35%) 

 Maintenance-free condo (29%) 

Assess your community 

Hence, the 

importance of 

retail, 

restaurants, 

and quaint 

local shops 
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Leverage your proximity to already successful 

markets – use regional assets to your advantage 
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Tri-Cities, TN/VA  

(Johnson City-Kingsport-Bristol) 
 All the amenities of Asheville, NC are just a hour’s 

drive down I-26 

 Beautiful drive with views comparable to Blue 

Ridge Parkway – without the curves 

 Conveniently visit Asheville, don’t have to live 

there 24/7 

 The less taxing side of the Blue Ridge – no income 

tax, no personal property tax, no vehicle tax,  

 More house for your buck 

 What successful market is near you? 
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Leverage your proximity to already successful 

markets – use regional assets to your advantage 



What determines livability?  

Assess your community for the amenities that 

talented people value:  

 

1. Economy & Jobs 

2. Transportation & Infrastructure 

3. Housing & Neighborhoods 

4. Healthy Communities 

5. Environment 
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What determines livability?  

1. Economy & Jobs 

• Economic Engines 

• Employment Levels 

• Workforce 

• Jobs 

 

2. Transportation & Infrastructure 

• Commutes/Congestion 

• Costs 

• Alternate transportation 

• Air travel 

• Infrastructure 

 

www.planeasttn.org 

 

 

 

3. Housing & Neighborhoods 

• Housing values, sales and rentals 

• Housing tenure (ownership vs. rental) 

• Housing affordability 

 

4. Healthy communities 

• Rates of disease/illness 

• Health insurance 

• Access to medical services & healthy foods 

• Crime 

 

5. Environment 

• Air quality 

• Water quality 

• Agriculture 

• Parks, recreation and tourism 16 

http://www.planeasttn.org/
http://www.planeasttn.org/
http://www.planeasttn.org/


You can find out how your community scores on 

most of these 5 livability topic areas (and compare 

to others nationwide) at www.bestplaces.net 

  

Compare all 

cities and 

towns, both 

large and small 
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Environment & Economy Co-Exist  
Health Ratings (www.bestplaces.net) 

  

Air Quality 
(100 is 
best) 

Water 
Quality 
(100 is 
best) 

Superfund 
Sites (100 is 

best) 

Physicians per 
100,000  

population 

Kingsport, TN 46 97 97 393 

Denver, CO 45 87 11 545 

Phoenix, AZ 14 65 10 246 

Seattle, WA 36 59 20 416 

Los Angeles, CA 1 52 10 258 

Miami, FL 65 50 10 299 

Atlanta, GA 6 47 54 472 

San Francisco, CA 57 47 80 639 

New York, NY 22 40 60 246 

Washington, DC 7 40 90 705 

Houston, TX 16 37 11 269 

Chicago, IL 7 31 10 369 

Boston, MA 26 1 99 1007 
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Livability:  You may already be 

doing more than you realize! 
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Ride the national wave!  Grow your community (at a 

reasonable rate) – not too hot, not too cold, just right 

  

 

Source: www.pewsocialtrends.org 
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Retirees = Gray Gold 
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U.S. Population Age 50+ 

 Number over 66 million 

 Own 77% of all privately held financial assets 

 Purchase 43% of all new domestic cars and 48% of all luxury cars 

 Spend 70% of all travel-for-pleasure dollars 

 Eat out in sit-down restaurants an average of 3 times per week 

 Spend more on quality children’s clothing for their grandchildren 
than the children’s parents do 

 Account for 40% of total consumer demand in the country 

 Have $1 trillion in annual income and almost $200 billion in 
discretionary spending ability 

 
Source: “Retirement Development”, a study conducted by Del Webb Corp. 
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TN Main Streets, TN Downtowns & Retiree Recruitment 

Go Hand in Hand 
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No one tells your story like you do 
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Measure your success! Top Metros Moving to Kingsport 

1 Tampa Bay, FL 

2 Washington, DC-VA-MD-WV 

3 Atlanta, GA 

4 Miami-Ft Lauderdale, FL 

5 New York-Northern  NJ 

6 Asheville, NC 

7 Charlotte, NC-SC 

8 Orlando, FL 

9 Virginia Beach-Norfolk, VA-NC 

10 Deltona-Daytona, FL 

11 Detroit, MI 

12 Chicago, IL-IN-WI 

13 Houston, TX 

14 Baltimore, MD 

15 Charleston, SC 

16 Phoenix, AZ 

17 Jacksonville, FL 

18 Sarasota-Bradenton, FL 

19 Columbia, SC 

20 Dallas-Fort Worth, TX 

21 Cincinnati, OH-KY-IN 

2,608 families relocated from all 50 states & DC (2006-2012) 
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Annual Economic Impact of Newcomers 

An example of Kingsport, Tennessee 

+507 families (July 2005-December 2012) 

x 2.3 persons per family on average 

= 1,166 new residents 

 

Each resident generates $25,000 in consumer expenditures 

1,166 x $25,000 = $29,152,500 per year  

 

Consuming services and creating demand for jobs in medical, pharmacy, finance, 

insurance, real estate, food, retail, etc. 

 

Public cost per person = $55,000 per year x 6 ½  years  / 1,166 people = $307/person 

 

Not a bad return on investment for  a non-traditional economic development program 

“…the money that people 

actually pull out of their 

paychecks and bank accounts 

to pay for domestically-

produced goods and services 

drives about 40% of economic 

activity…”   

 
Source: Dr. Michael Mandel, 

Harvard Graduate, 

 Bloomberg BusinessWeek 
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Official  “Move To” 

Program began   July 1, 

2005 

Idea for a “Move To” at 

1999 Economic Summit 

Population of Sullivan County, Tennessee 
3,956 people x $25,000 per person = $98,900,000 annual consumer spending 

(2005-2011)      

       
     
 

Source: U.S. Census Table 1. Intercensal Estimates of the Resident Population for Counties of Tennessee: April 1, 2000 to July 1, 
2010 (CO-EST00INT-01-47)  Source: U.S. Census Bureau, Population Division    
Release Date: September 2011 
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Non-traditional economic 

development strategy: 

 

Recruiting Retail Sales 

“…the money that people 

actually pull out of their 

paychecks and bank accounts to 

pay for domestically-produced 

goods and services drives about 

40% of economic activity…”   

 
Source: Dr. Michael Mandel, Harvard 

Graduate, 

 Bloomberg BusinessWeek 

Note:  3rd time I’ve said this today!   
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Distribution of Local Option Sales Tax in Tennessee 

Sullivan County example 

$1.00 
Sales Tax 
Revenue 
Collected 

$0.50 
City General 

Fund 

$0.50 
Countywide 

Schools 

52% 
Sullivan 
County 
Schools 

30% 
Kingsport 

City 
Schools 

18% 
Bristol 

City 
Schools 

$15,979,500 $15,979,500 

 $31,010,139 collected annually in City of Kingsport  

This formula is 

generally the same 

throughout Tennessee 

This formula varies depending on # of school 

systems in county and percentage of 

students per system  

$8,235,834 $4,798,350 $2,876,310 

If the sale leaves the 

County (or State) 100% 

of the revenue is lost 



A lot is at stake. Are you getting your 

fair share?  First, the winners… 

20 minutes Drive Time 
(from Downtown or 

Market Center) 

Sales 
compared 

to 
demand 

 Actual Sales*   Natural Demand  Attractive Sales 
 Redirected Revenue 

(@ 2.5%)  

Nashville 2.2  $         12,239,788,902   $     5,563,540,410   $  6,676,248,492   $          166,906,212  

Knoxville 1.8  $            6,824,182,099   $     3,791,212,277   $  3,032,969,822   $             75,824,246  

Franklin-Brentwood 1.9  $            4,572,590,132   $     2,406,626,385   $  2,165,963,747   $             54,149,094  

Chattanooga 1.6  $            4,063,980,826   $     2,539,988,016   $  1,523,992,810   $             38,099,820  

Huntsville-Madison, 
AL 

1.5  $            4,563,077,807   $     3,042,051,871   $  1,521,025,936   $             38,025,648  

Gallatin-
Hendersonville 

1.8  $            2,695,569,779   $     1,497,538,766   $  1,198,031,013   $             29,950,775  

Jackson 2.1  $            2,074,462,325   $         987,839,202   $  1,086,623,123   $             27,165,578  

Farragut-Oak Ridge 1.9  $            2,215,609,501   $     1,166,110,264   $  1,049,499,237   $             26,237,481  

Johnson City 1.6  $            2,760,392,889   $     1,725,245,556   $  1,035,147,333   $             25,878,683  

Sevierville-Pigeon 
Forge 

2.2  $            1,531,627,454   $         696,194,297   $      835,433,157   $             20,885,829  

Based on market, not municipality. Not an exhaustive list of all markets.  

Source: Buxton 
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A lot is at stake. Are you getting your 

fair share?  The donors… 

20 minutes Drive Time 
(from Downtown or 

Market Center) 

Sales 
compared 

to 
demand 

 Actual Sales*   Natural Demand  Attractive Sales 
 Redirected Revenue 

(@ 2.5%)  

Winchester 0.8  $               315,827,495   $         394,784,369   $      (78,956,874)  $             (1,973,922) 

Huntingdon 0.6  $               141,998,725   $         236,664,542   $      (94,665,817)  $             (2,366,645) 

La Follette 0.7  $               226,836,444   $         324,052,063   $      (97,215,619)  $             (2,430,390) 

Martin 0.7  $               236,285,717   $         337,551,024   $    (101,265,307)  $             (2,531,633) 

Springfield 0.8  $               450,927,985   $         563,659,981   $    (112,731,996)  $             (2,818,300) 

Dunlap 0.3  $                 48,808,932   $         162,696,440   $    (113,887,508)  $             (2,847,188) 

Somerville 0.3  $                 55,125,686   $         183,752,287   $    (128,626,601)  $             (3,215,665) 

Kingston-Harriman-
Rockwood 

0.7  $               312,029,081   $         445,755,830   $    (133,726,749)  $             (3,343,169) 

Millington 0.6  $               927,219,798   $     1,545,366,330   $    (618,146,532)  $           (15,453,663) 

Based on market, not municipality. Not an exhaustive list of all markets in TN.  

Source: Buxton 
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Example:  

Dunlap/Sequatchie County 

Within a 20 minute drive time, 

Dunlap has: 

 

$162.7 million in market  

demand 

 

$48.8 million in actual sales 

 

Therefore, $113.9 million is 

spent elsewhere  

 

Resulting in an annual loss of 

$2.8 million in sales tax 

collections 

33 



We hear a lot about Tennessee’s high sales tax, but 

do you really save by shopping out-of-state? 

State 
Optional 

Local 
TOTAL (max) 

 Tax on a $250 
purchase  

Cost to drive 
20 miles x 
roundtrip 

True Cost or 
(Savings) 

Tennessee 7.00% 2.75% 9.75%  $          24   shop local   shop local  

Alabama 4.00% 8.00% 12.00%  $          30   $               23   $               28  

Georgia 4.00% 4.00% 8.00%  $          20   $               23   $               18  

North 
Carolina 

4.75% 3.50% 7.25%  $          18   $               23   $               16  

Virginia 4.00% 1.00% 5.00%  $          13   $               23   $               11  

Kentucky 6.00% - 6.00%  $          15   $               23   $               13  

Missouri 4.23% 5.38% 9.60%  $          24   $               23   $               22  

Arkansas 6.00% 5.00% 11.00%  $          28   $               23   $               26  

Mississippi 7.00% 0.25% 7.25%  $          18   $               23   $               16  

taxrates.com 

Even if you 

spend $250, 

it actually 

costs more 

to drive 20 

miles to 

shop in 

another 

state.  If you 

spend less 

than $250, 

the cost is 

exaggerated 

even more! 
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Target Marketing:  What is your market’s 

supply/demand?  How do you know? 
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It’s only a tool in your tool box. It’s 

not perfect. You still have to recruit. 
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Since 2005, Kingsport has landed 1.1 million square 
feet on a redeveloped site 
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Promote more than just “big boxes”… 

 Downtown Kingsport 

continues to see 

phenomenal growth 

in property value 

 

 KINGSPORT – Between 

2011 and 2012, 

Downtown Kingsport 

continued to see 

phenomenal growth in 

taxable property value, 

jumping by $22.7 

million during the period 

according to Sullivan 

County public tax 

records.   This 

represents the prior 

year's investment rolling 

onto the tax rolls. 
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Download *free* high-resolution promotional 

materials, postcards, window signs, large banners 

at www.the350project.net 



What do social media websites say about your 

local restaurants?  www.tripadvisor.com 

 Uptown Bistro, Savannah, TN 

 Tomato Head, Knoxville 

 Bluegrass Grill, Chattanooga 

 Mauricio’s, Cookeville 

 Olive Pit, Paris, TN 

 Collins River BBQ, McMinnville 

 Phil’s Dream Pit, Kingsport 

 Forte’s on the Square, Crossville 

 Bacara’s, Jamestown 

 Catfish Cabin, Jackson 

 The Cookie Jar, Dunlap 
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No franchises made 

the list…not Red 

Lobster, Olive Garden, 

nor even Ruth’s Chris 

Steakhouse 



Retail Sales Tax Collections 
Kingsport, Tennessee 

by Fiscal Year 

 $26,000,000

 $26,500,000

 $27,000,000

 $27,500,000

 $28,000,000

 $28,500,000

 $29,000,000

 $29,500,000

 $30,000,000

 $30,500,000

 $31,000,000

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Sam’s Club 
moved 
outside 
County 

500,000 sf 
center 
opens 

275,000 sf 
center 
opens 

GREAT 
RECESSION 

18% 
INCREASE 
2002-2012 
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In summary 

 No one knows your community like you do! 

 No one loves your community like you do! 

 No one tells your story like you do! 

 

 People are tiring of franchise purgatory, but 

but tax formulas require that we care.  

 All things in moderation! 

 Be unique! Be original! 
 

 So what are you waiting for?! 41 


